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STRATEGIC APPROACH

In 2026 to date, the Preferred Hotels & Resorts' in-house communications team continued an
increased focus on our strategic approach to prioritize public relations and social media outreach
efforts in alignment to support the brand's core pillars and key business goals:

S

o
Brand Awareness Retention

Development

Thought Leadership I Prefer Hotel Rewards | . New Member Onboarding

Speaker Panels Legend Collection — - Ongoing Member Support

Executive Profiling Preferred Pride — Industry Awards

In Region Activations Preferred Pets | Consumer Campaigns

Preferred Wellbeing —— Media Experiences

InRadius
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2026 Mid-Year PR + Social Media Snapshot

Public Relations

9,027 earned placements

4.1 billion+ editorial impressions

Advertising Value equivalency of $33 million+
Coverage in 411 media outlets across 30 countries
Media coverage featuring 268 member hotels

Social Media

Global Channels:
& Total following: 598,561

%o Engagement rate: 5.46%
%o Engagements: 597,367

China Channels:

&£ Total following: 169.875K (+7Kk)
%% Engagements: 10,787

<&@ Impressions: 734,564

<& Impressions: 2,646,268
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GLOBAL THOUGHT LEADERSHIP SNAPSHOT

Secured 35+ thought leadership placements featuring executive interviews and expert
commentary across leading trade and consumer media in 10 countries, including Germany,
Japan, India, Singapore, Mexico, Brazil, the U.S., Spain, the U.K. and Ireland.

Positioned 10+ senior leaders as industry experts, generating executive commentary
and quote inclusions across influential hospitality, travel and business publications.

Maintained a strong presence across key trade and consumer media, with executive
insights featured in outlets including Forbes Spain, Hotel Business (U.S.), Economic Times
Hospitality World (India), The Hotel Magazine (U.K.), TTG Asia (Singapore) and Hoteres
(Japan), to name a few.

Secured and supported executive speaking opportunities, including Christine Tan at
the Travel MeetAsia Conference in Jakarta, and Jac Bielory, Director of Paid Media at the
Experience Wellness & Travel Media Event in New York.

Delivered targeted executive media tours for Philipp Weghmann in Germany (March)
and Saurabh Rai in South Africa (July), strengthening regional thought leadership and media
engagement.

Secured executive participation in high-profile press conferences at the Forbes
Luxury Travel Summit, ILTM Sao Paulo and ILTM Asia, reinforcing the company's position as
a leading voice within the luxury travel industry.

Continued to grow the company's LinkedIn presence, using executive thought
leadership and strategic content to engage a targeted B2B audience of hoteliers, developers,
investors, partners and industry stakeholders, supporting broader brand awareness and
business development objectives.
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AMERICAS THOUGHT LEADERSHIP HIGHLIGHTS
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Going Solo

THE POWER OF BEING AN INDEPENDENT HOTEL.

resort, primary and tertiary gagement, cultural
markets celebration. and environmentsl  increasingly demand.
+ Costcfficiency Themme  stewardship as core businoss
HIVS stucy showed that the principhes
5 1

CCOVER STORY

‘THE INDEPENDENT

Aswe look shead, the hotels

hoss than 17% of grose moms. regulatory shifts, snd rising
— w sustainability

1% charyed by other husury
d stratisse asset. Independent

“They sandards. f
Collection ‘4 |
s mch s Praferred both frocdom and financial  bumvaucracy theycan adag to shifting Y y
Hotels & Resorts and Beyond .y + They canlocaline spply traveler vahoes - purpere ~F -
Green, offer s model of spport chaine strengthening resilience culture, commmanity with
that enhances independent asa o ity
dentity Rather then impasing ‘ X c st

Lindsey Ueberroth focuses on
individuality & freedom to iy
Preferred Hotels & Resorts

rigsd standants oe contly
thes

10202, indepandenceis
alfliations provide el each,  ormmunities They hirlocall,  + They can adapt quickly tonew ot aniche I ina competitive
commercial strength. and a sustuinability standurds and advantage. And for owners.
commeity of he-mindad "

powerfi

source locally, and prescrse:

- the it roprosonts

replicate. Thi My troe  right
"Gkl bty e i o Green e vl ecsopertoslopportuiticsnhepitlty

to high-value distribution s & toder O

et s ey

much s American Express Fine:

Hotels  Hosorts and Virtuoso

As globaltravel rebounds and laxury demand continaes
10 evolve, hotel ownersare rethinking how best 10

coasidered independent at the time
ho

bilance scale, individuslity snd lang tece vabue. Fog Those founding hoteliers unders + Astrategge sternative (o
P :

olfring notubly shorter
agrvoments, lower costs wnd far

on and sales power, withax

hotel into aone-size itsall ety

independent hotels global reach while preserving what
believedthat by partner

distinct — an approach that hasfueled

g, they con

sreater Rexibility

gems, drivingoccupaney s

41 ~Quality assursnce without cookie-cutter experiences wellas deliveringauthentic,

Overthe years,the company has refined amodel
that allows independent hotels o remmain truly.
dent—whi sl beneftog from the seakey

Toyalty to an cconomic formula
redolentof the complimentary e

abling hotels o maintain.
their character while benefiting

Ovesthe decades, Prefered expi

portfolo and geographic reach, grow “What truly sets | Prefer

1 Rewards apart is that

iy

s —— Tepond a5 rots. Apaiitar
‘theconerofthat sty s s U Inthe carly 2000y i the shermathe from shared xpertin: bet o
CEO ofboeh Prefred ol & Resars ud RN e snad
Travel Group, whose leadership reflectsthe “At the time, the company wash insights. Preferred Hotels & Resorts is
company baknce o ity b " pes
ey s i, W heiodtry it mtur B gl sl

The company was founded n 1968 by 12 irehalers wer andeandsblyn bt
P by Prferred Travel Group 1

independent hotelers who, a3 Ucberroth put i, “came! on

Performance Report found

1 thei own businesses s

Boletin Turistico

“Laautenticidad

esClave para

el futuro del turismo premium”

>

Por Jossica Senin Castlo

FIDELIDAD, PILAR DEL
VIAJERO PREMIUM

ticas,

Fanomae scm

soomax

important in today’s loyalty
I

Prefer offers authentic and

that Preferred-afflisted botels
ownerkip tractone, with Ushenot cutperformed competitorsin
h h laryp

sther with 4 shared beliefthat they could competi That moment opened the door

sgainst the big chains without sarificing individuality!

b 1 Prefer loyalty

a
the world.

Overthe last four years,
Resorts has

interesing b that some of those.

“My family became involved, a0

ginal hotels—like The Ritz-Calton, Boston, a8
wellas The Peninsula and Fairmant propertiex—were capitalintothe business and took ot C

hotels, resortsand residences— and personalization. Members

tonotonly reward current
embers, but

14 oreisusNess Cou resRUARY 2026

Designed they

ansp
andaffordability. the program — sign up - not after dozens of

Viewedaan asset for

nights - which A

1 May/2une 2036

HOTELS & RESORTS

 travelmarket

Voice of the Travel Advisor repor‘t

How Hotel Networks Provide Added
Value to Travel Advisors

February 18, 2026

Streamlined Booking with Exclusive Offers
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“Travel advisors are essential partners in helping travelers navigate an increasingly
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EUROPE THOUGHT LEADERSHIP HIGHLIGHTS
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Global perspective, local soul: as Regional Director — Northern

Europe at Preferred Travel Group, Anna Moore champions
individuality, emotional intelligence and authentic luxury in an

industry moving beyond “beigificatior s the experiences
that shaped her career, her vision of exceptional hospitality, and why
Europe’s independent hotels are perfectly placed to thrive by being
unmistakably thern
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SAMEA THOUGHT LEADERSHIP HIGHLIGHTS

l H ! I LEISURE INSIGHT

Top Travel Trends for 2026

Vice

relics from the past given a new lease of life.

Hotels & Resorts, time out to outline
year ahead.
sweusher in new beginnings and
fresh experiences in 2026, custo-

mers are always on the lookout

for the newest and freshest expe-
riences. From ultra-Juxury sports experiences
to cognitive wellness programs and boutique
seacationing, travel in 2026 is brimming with
excitement and innovation.

1.Sportcations

While major sporting events like Formu-
1a 1, the FIFA World Cup and the Olympics
have long drawn visitors from all over the
world, sports tourism is continuing to rapidly
redefine luxury travel as thrill-secking adven-
turers and sports lovers demand more out of
their travels. Hotels are capitalising on this
trend by offering bespoke perks and curated
experiences that seamlessly combine sports
with luxury hospitality. At The Post Oak Ho-
tel at Uptown Houston for instance, hoops
fans can enjoy an ultra-luxury two-night stay
complete with courtside seats at a Houston
Rockets game with VIP Lexus Lounge access,
personalised jerseys and helicopter transfers
a5 part of Preferred Hotels & Resorts’ bespoke
Live Like A Legend experience.

2. Heritage s the New Frontier

According to Preferred Hotels & Resorts' re-
cently released Luxury Travel Report, over 9in
10 luxury travellers want historic experiences
integrated into their travels, with 2 vast majo-
ity wanting to get up close and personal with
the past. This trend continues to take shape in
2026, as many highly anticipated new hotel
openings focus on restoration - architectural

infused with modernity while retaining their
old-world charm. One such example is Serras
Sevilla, an early 20th century building-tur-
ned boutique hotel set to open in spring 2026
in the heart of Seville where guests can immer-
se in the city's rich history

3. Cognitive Weliness

Wellness has a new language: science.
Around the globe. huxury retreats are weaving
‘medicalinnovation into mindful practice - pai-
ring high-tech programs such as DNA anlysis,
IV infusions and sleep monitoring with ageold
healing traditions. Experts call this emerging
focus cognitive wellness - 2 new era of restora-
tive experiences where retreats move b
relaxation towards long-term wellness be
Today’s travellers also expect wellness tot
sonal. From genetic testing to stress ma
every element s curated to the individ!
Amrit Ocean Resort in Florida, rejuve
s redefined with next-generation, tou
therapies designed for recovery, relaxatic
renewal. with cutting-edge treatments s
hyperbaric oxygen and red-light therapy
side meditative dry flotation and advanc
infusions for immunity, detox and vitalit

4.Pawsome Adventures
Hotels are incressingly transfo
pet-friendly travel from a challenge
true delight, redefining huxury to embra
only human guests but their precious fc
gged companions. No longer limited u
ply allowing pets, Preferred Hotels & R
Preferred Pets programme takes this co.

HOTELS & RESORTS

ment a step further, ensuring every pet com-
panion enjoys the same level of indulgence as
their owners. Custom beds, water bowls, toys
and in-room dining menus tailored for dogs
st the beginning: some properties such
as Nemacolin in Pennsylvania houses a fu-

are

Ilservice resort and spa for pets, offering pet
boarding, grooming and veterinary services.

5. The Healing Power of Nature

Hotels and resorts are embracing unique
nature-inspired bealing experiences a5 the
next chapter in wellness travel. From groun-
ding berefoot walks and forest bathing to me-
ditations in gardens or by the sea. properties
are weaving the outdoors into their offerings
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From The Economic Times

Beyond beige: How Indian travellers are

redefining luxury in 2026

As | think about my own 2026 adventures, and those of the global Indian traveller, one insight

from the report stays with me: luxury today is deeply personal. It's curated, meaningful,

heritage-linked, and fiercely individual

Saurabh Rai + ETHospitalityWorld
Published On Jan 7, 2026 at 09:30 AM IST

WHERE
STORIES
SHAPE STAYS

SEEMA ROY
Area Managing Director of South Asia, Middle East & Africa,
Preferred Hotels & Resorts

Iuxury travel growth in India is being driven by a shift toward
-P:om intentional, experience-led joumeys. Affluent Indian
travelers are moving beyond traditional markers of luxury and
instead seeking experiences that feel personal, culturally rooted and
emotionally meaningful. This evolution closely reflects insights from
Preferred Hotels & Resorts’ recently released Luxury Travel Report,
developed with The Harris Poll, which shows that modem lwaury is
defined by uniqueness and thoughtful curation rather than sheer
grandeur.

travel, with over 70 per cent of luxury travellers planning trips that
include muttiple generations. This is increasing demand for properties
that offer space, flexibility, and experiences that resonate across age
groups. Preferred Hotels & Resorts is well positioned to mest this need
through the continued expansion of its Residences Coliection, which
now includes more than 70 huxury serviced apartments, vilas, and
suites globally. The second key driver is heritage-led travel. According
tothe report, over nine in ten luxury travellers want historic experiences
integrated into their journeys, signaling a strong appetite for hotels that
allow guests to engage meaningfull with the past. This is reflected ina
new wave of restoration-led openings within our portfolio, including
properties such as Serras Sevila in Spain, Romégas Hotel in Malta,
and Palais Jamai Fés in Morocco, each reimagining historic landmark
for modem travellers whie preserving their cultural legacy.

Alongside these trends, weliness and sustainability have
become baseline expectations rather than differentiators. Overall,
luxury travel in India is moving toward depth, storyteling, and relevance.
With a global portfolio of independent hotels that offer individualty,
authenticity, and a strong sense of place, Preferred Hotels & Resorts is
uniquely positioned to deliver the kind of meaningful, memorable
experiences today's luxury travellers increasingly demand

Our growth strategy for 2026 continues to be anchored in
relationships and shared values. As a famiy-owned and famiy-
managed company, we prioriise trust, alignment and long-term
partnerships over scale for scale's sake. Every new addition to our
portfolio must reflect our commitment to authenticity and quality.

In India and South Asia, we see strong potential in markets
such as Hyderabad, Gurgaon, and select micro-markets in Bengaluru,
alongside continued demand in established leisure destinations
including Goa, Rajasthan, Kerala, the Maldives, and Sri Lanka. These
markets align well with growing demand for distinctive, experience-led
luxury and independent hotels that offer a strong sense of place.

The Indian hospitality sector delivered a strong performance in
2025, and we expect this momentum to continue into 2026. Domestic
travel remains resilient, supported by luxury leisure, corporate transient
demand, MICE, and destination weddings, while intemational arrivals
continue their steady recovery. In many markets, demand is outpacing
supply, creating signiicant headroom for both development and rate
growth.

India’s cultural richness positions it as a destination that should
be on every traveler's repeat list, not just a bucket-list experience,
particularly as travellers seek deeper, more immersive experiences.
Opportunities are especialy compeling in emerging hubs, where
infrastructure is improving and demand is accelerating. India's talent
pool that is larger than many other parts of the world further strengthen
the sector's long-term prospects.

While the ease of doing business has improved meaningfully,
continued collaboration between government, developers, operators,
and the wider travel ecosystem wil be essential to unlocking the next
phase of sustainable, high-quality growth. With the right alignment,
2026 has the potential to be a defining year for India's hospitality
landscape. @
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From The Economic Times
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Seema (Kapur) Roy: Hospitality Leader
Driving Global Growth at Preferred
Travel Group

Seema (Kapur) Roy: A Journey Shaped by Vision. Resilience. and

I I ® Hospitality Industry

Seema is an accomplished hospitality leader with nearly three decades of

ader:

experience across luxury hotel operations, marketing, sales, and reg

business leadership. She currently serves as the Area Managing Dir
for South Asia, the Middle East & Africa al Preferred Travel Group.
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How are we travelling?
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Melbourne's Pentridgs Frisan foins the global trend of unique restored stays

Flavourful stays
Travellers are mcreasingly demanding that hotels are more than just a place to rest their heads

Non-cookie cumter hotels, local sporting events, supermarket hauls, literature
highlights, and shared family discoveries will inspire travel decisions this year
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TRAVEL WEEKLY ASIA™

Making A Difference

JANUARY - MARCH 2026

“Today's luxury traveller
wants something more
human and more
intentional - a move
away from ‘beige’
luxury.”

G DIRECTOR,

VEL GROUP

whether It aligns with personal
intent. “Luxury means being
able to disconnect from work,
reconnect with yourself or loved

WHERE MAGIC MEETS THE SEA [ aismspeivm
own terms,” said Jess Yap, CEO of
< Dy (RUISE LINE

Intrig Journeys, which has offices in
Singapore, Hong Kong and Beiling.
For some, that means having
relaxed time with their loved ones.
In comfort and privacy: for others, it
lies in intimate cultural immersions
in destinations far from mass-travel
radar, from Iran and Afghanistan 10
Ethiopla. Multigenerational travel
Involving grandparents, parents, and
Kids Is growing, while wellness and
pet travel are also picking up steam.
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MEMBER SUPPORT & SPOTLIGHTS

Crafted and distributed the Q4 2025 and Q1 2026 New Member Announcement press releases globally, including U.S. newswire distribution, securing 135
+ editorial placements, generating 621 million impressions, and delivering an advertising equivalency value (AVE) of US$ 3.8 million.

Secured 30 + media stay opportunities for member hotels with leading travel and lifestyle publications, including Condé Nast Traveller Spain, The Daily
Telegraph, and Luxury Travel Advisor, driving global exposure and elevating brand awareness for participating properties.

Continued to support member hotels through ongoing inclusion in proactive media pitches, global press releases, and social media spotlights, helping
maximise visibility across key markets.

Delivered 60+ new member orientation calls, in-person site visits, and strategic planning meetings to support onboarding, strengthen relationships, and identify
tailored PR and social media opportunities.

Amplified new member visibility across global social channels through 41 posts (24 across English-language channels and 17 across China-based platforms),
generating 366,482 impressions, 4,156 engagements, and a 1.13% engagement rate.

Irullerton Hotel

B i oty . )
The Dupont Circle Hotel Is Where D.C. We review Artyzen Singapore, a tropical san
Locals Would Staycation
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MEMBER SUPPORT | AWARDS

Member hotel award recognitions amplified through integrated communications
campaigns and dedicated toolkits celebrating winners of key industry awards, including;:

» Forbes Travel Guide — 2026 Star Awards

 Travel + Leisure — 2026 World’s Best Awards

* I Prefer Hotel Rewards — 2026 Members’ Choice Awards

 Preferred Hotels & Resorts — 2026 Awards of Excellence

 Preferred Hotels & Resorts — 2026 GIFTTS Pineapple Awards

* Preferred Hotels & Resorts — 2026 GIFTTS Legacy Leadership Awards

2026

TRAVEL+

LEISURE.
WORLD'S Members’ I ; ' b * X x

BEST Choice Ornces %
AWARDS Winner TRAVEL GUIDE

2026
| PREFER

EEEEEEEEEEEE

HHHHHH & RESORTS



GLOBAL CONFERENCE | AWARDS SPOTLIGHT

« Captured 1,000+ editorial placements reaching 131 million+ readers via press release announcing
winners of 2026 Awards of Excellence, 2026 GIFTTS Pineapple Awards, and inaugural 2026
GIFTTS Legacy Leadership Award.

« To support the awards announcements made during the Preferred Hotels & Resorts Global Conference,
social media posts were published across all English-language channels — resulting in 10 total posts,
89,374 impressions, 6,586 engagements, and a 4.27% engagement rate.

 Additionally, winning members were provided with dedicated social media content through a hotel toolkit.
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WYNN RESORTS, LIMITED
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I PREFER HOTEL REWARDS PR IMPACT

« Increased I Prefer awareness with 322 mentions of the loyalty program across 165+ global media outlets

« Saturated target loyalty publications with continuous coverage, with inclusions in The Points Guy, Head for Points, AFAR,
Travel Daily Media, Yi Dian News, Rewards Canada and Hospibuzz.com.

* Secured a shortlist award for I Prefer in the Travel + Leisure Asia Awards.

» Global distribution of the I Prefer 2026 Member’ Choice Awards (also via the U.S. Newswire) resulted in 106 M+
impressions and an advertising equivalency value of $1.6M.
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| Prefer Hotels offering up to 20% off
dining in Singapore
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| Prefer members can now save up to 20% off hotel dining in Singapore, including 4 . SM
Artyzen, Amara, The Fullerton and Fullerton Bay Hotels. / o Wé
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I PREFER HOTEL REWARDS SOCIAL MEDIA BRAND IMPACT

In April, the social media team launched a dedicated Instagram, Facebook, and Threads channel for I Prefer
Hotel Rewards.

The content strategy focused on engaging existing I Prefer Members through content that spotlighted individual member
properties, highlighted Membership perks and rewards, and encouraged both retention and new enrollment.

To date, the channel has garnered 152 posts and Stories, contributing to a net audience growth of 2,925 new
followers. Content drove 1,379,239 impressions, 37,039 engagements, and 3.43% engagement rate across
organic and paid efforts. On LinkedIn, five (5) total posts mentioned I Prefer garnering 7,600 impressions.

Brand visibility was also further supplemented by two (2) influencer partnerships with @Dwanderess and
@WisteriaVoyage that showcased the value of Membership to new audiences and reinforced I Prefer's positioning within
the luxury loyalty space.

| Prefer Hotel Rewards @
May 30- Q@
iti Thani ints, unlock #ThePreferredLife — now with a 30% bonus in | Prefer points.

nship with Citi, select cardholders can continue transferring ThankYou® Points

Preferred Hotels & Resorts Unveils...

The Hermitage Hotel

Nashville, Tennessee

Summer 2026
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LEGEND COLLECTION PR IMPACT

Elevated Legend Collection awareness through 420+ media mentions across leading trade and consumer publications, including
GQ Italia, BA High Life, GLASS Magazine, Condé Nast Traveller, Robb Report China and Travel + Leisure, to name a few.

Supported portfolio growth with six regional new member announcements, highlighting Edgewood Tahoe Resort, Dusit Thani
Bangkok, The Cooper, San Clemente Palace Venice, Wynn Al Marjan Island and Serras Sevilla.

Strengthened brand alignment through Legend Collection orientation sessions and partnership review meetings.

Expanded media engagement through targeted individual press stays and three regional Legend Collection FAM trips planned
for Q3/Q4 2026 with media from acrossthe U.S., U.K. and SEAPAC, featuring properties in Thailand, the DACH region, and India.
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Edgewood Tahoe Resort joins
Preferred Hotels

By SwastiSharma
April2,2028.- Categories:Hospitaliy News. Holels New
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Preferred Hotels & Resorts has added Edgewood Tahoe Resort oits Legend Collection. a
ted portfolio ufindependent luxury holels recognized f
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LEGEND COLLECTION SOCIAL MEDIA IMPACT

* 339 in-feed posts, including 261 on the English-language channels (Instagram, Facebook, TikTok, Threads, and LinkedIn) and 78 on the
China-based channels (WeChat, Little Redbook, Weibo), spotlighted Legend Collection properties achieving 1,141,134 impressions,
399,961 engagements, and 4.3% engagement rate.

» Hosted five (5) individual influencer trips to Legend Collection properties including @HelloRubyDoodle at Bernardus Lodge & Spa
and Cavallo Point in February and June; @BonnieRakhit at Dusit Thani Bangkok in April; @ Anoushkalila to Leela Palaces Hotels and
Resorts in June; and @Adriana_Maria to Castelfalfi, Grand Hotel Tremezzo, and Il Salviatino in June.
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h above the rhythm of Bangkok, the city

Beautiful interiors, extraordinary food, and a sense of calm high
above the skyline.

825 EE KBS
Dusit Thani Bangkok
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LEGEND COLLECTION CONTENT CREATOR FAM TRIP

In June, Preferred Hotels & Resorts hosted a seven-day Legend Collection creator FAM trip across New England,
showcasing three iconic member hotels: Boston Harbor Hotel, Wequassett Resort & Golf Club, and Chatham Bars Inn. The
itinerary brought together luxury travel creators @maria_ponomaryova, @elenaajoyce, @melissamale, and @letravelstyle
to generate authentic storytelling and premium destination social content through reels and imagery.

4 influencers published 293 Posts.

Total reach was 11,100, with 223,500 impressions and 0.53% engagement rate.

Each post got an average of 4,000 engagements, 37,800 reach, and $52,100 EMV

a¥ The campaign generated $15,300 EMV.

the perft summer bucket st on
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PORTRAIT OF A LEGEND VIDEO CAMPAIGN

 Portrait of a Legend campaign continued into 2026, with five (5) in-feed videos posted highlighting properties such as The
Beaumont Mayfair, Shutters On The Beach, 7132 Hotel, Das Edelweiss Salzburg Mountain Resort, Montage Los Cabos, and
Passalacqua.

» The campaign has garnered 81,448 impressions and 3,224 engagements to date, and videos will continue to be
spotlighted on a monthly basis.
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proferedhotals @ 4 Portrait o 2 Legand continues.out series
people and places behind some of the workd's
most remarkable stays. each part of our Lagend Coliection.

& Episode 11: DAS EDELWEISS Salsburg Mountain Resort,
Aus

s 5pring returns to the Grossaital Valley, days begin in soft
mountain ight with balconves and terraces opening to fresh
green slopes and fingering peaks. Spacious rooms and suites feel
made for families and friends with plenty of room for siow

mornings, shared stories, and that first coffee in the crisp Alpine
aie

Across five ficors of the EDELWEISS Mountain Spa. every
generation finds its own rhythm of wellbaing. Little ones race
through water siides and splash pools. whilk adul
saunas, infinity and sports pools, and serene spaces that make.
time feel unhurmied.

When its time to gather around the table, chefs bring a taste of
the mountsins straight to you with modern Alpine cuisine.
wood-fired pizzas, steaks from the hotel's own butcher, and
secas i e ich e o W i cliac s

aits made Alpine syrups. With traiks,
and high Alpine adventures just outside the door, this
bresthe. and reconnect in the purest
mountl 4 Hors the e g ot spring through long.
light-filled summer evenings.

View insights Boost again
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preferredhotals ® Fortrar of a Legend continues. our senss
honcring the people and places behind some of the world's
most remarkable stays. each part of cur Legend Collection

& Episode 12: Montage Los Cabos, Baja Caidormia Sur, Mexico

Close your eyes. kmagine waking up 1o the sound of the Sea of
Cortez. stepping through slkding glass doors onto your private
termace, and watching the Sonoran Desert blush gold i the
morming ight. 1t's not a dream. s just & tranquil Sunday 3t
Montage Los Cabos.

Acrozs 39 bresthtaking cosstal acres thi i 3 sanctuary where
w0 of nature’s most dramatic forces collide brought together by
five-star worthy level of luxury that feels, somehaw. completely
tfortiess. Desert-inspired interars. A 40.000-square-100t spa.
Turquoise watess pust steps from your door. And 8 concierge who
can siTange everything from Swimming with whale sharks to &
camel safani before sunset

Whers the desert meets the ocean. this = 3 stay truly warth of
the legendary accolad

Woukd you be unwinding at the Serenity ool or explonng
the Ses of Cortez frst? Tef us beloy

Stay tunad 33 we meet more remarkable destinstions and the.
visionaries behind them, one legend at a time.
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. proferredhotels @ 4 Portrait of a Legend continues, our series

®
@

honaring the people and places benind some of the world's
most remarkable stays. each part of our Legend Collection.

& Episode 9: 7132 Hotel Vals, Switzeriand

i the Vae Vel 7152 ottt 0 et sred

ter Zumthor's iconic thermal spa.

s 30th anniversary and now undes heritage
protection due to s incredible architecture - buit from 60.000
stabs of local quartzite and filled with naturally warm speing
water, 3 quist ritusl of #tone. steam and serendy.

Suites by Kengo Kuma keep the focus on caim textures and floor
1o celling Mountain views. whise two Michebn star dining at 7132
Siver turns local ingredients into artul. precize tasting menus.

Learn mre sbout the story behind this extraordinary destination
and explore more remarkable stories in our series, one legend at
tme
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preferedhotels © -+ Portrait of a Legend continues. our series
ceiebratng the pecple and places behind tome of the world's
remarkate stayz esch part of our Legend Collection.

& fpisods 7: The Beaumont Mayfai, London

Tucked into 2 serene garden square in the h

1 of Maytaie. The.

Learn mara about the story behind
and explore more remarkable
2 time,

stracrdinary destination,
5 m our seres, one legend at

tawerapy Can't wait o v
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. preferredhotels @ 4 Portrait of a Legend continues, our series
honoring the people and places behind some of the world's
most remarkable stays. each part of our Legend Collection.

& Episode B: Shutters on the Beach & Hotel Casa del Mar, Sants
Monica

Side by side on the golden sands of Santa Monica, these two
icons offer contrasting yet complementary visions of coastal
huxury, At Shutters on the Beach breezy elegance evokes the
charm of an upscale beach cottage. where ocean-view di

and sunset cocktais set the tone for quintessential California
ving. Next door, Hotel Casa del Mar brings Jazz Age glamour
into the modern era with soaring arched windows.
Mediterranean-inspired interiors. and a vibrant social scene
‘overiooking the Pacific. Together, they define the art of seaside
sophistication

Discover the story behind these extraordinary destinations. and
explore more remarkable stories in our sefies, one legend at

&

(8 butnomatter.theroadisiife & & & & .

View insights
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preferredhotels ® and 4 others
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preferredhotels @ Portrait of a Legend continues, our series
honoring the people and places behind some of the world’s
most remarkable stays, each part of our Legend Collection.

salakec

& Episode [13]: @passal

mo

Close your eyes. Imagine waking above the still waters of Lake
Como, where a grand villa first unveiled to society in 1787 still
sets the tone for life ived beautifully.

Originally built for Count Andrea Lucini-Passalacqua and once a
gathering place for artists and aristocrats, the villa has long been
woven into the cultural fabric of the lake, even hosting composer
Vincenzo Bellini during his creative peak. Today, lovingly
restored, that legacy continues in gardens made for lingering,
suites steeped in character, and a way of life rooted in the talian
art of villeggiatura.

Acrass ifs intimate estate this is a sanchiary where history and
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PREFERRED WELLBEING LAUNCH — PR IMPACT

» Crafted and distributed a global press release announcing the launch of Preferred Wellbeing on 14 May, aligned with the
Preferred Global Conference.

« To date, including newswire distribution, the announcement has secured 84 editorial placements, resulting in 171.8
million impressions and an advertising equivalency value (AVE) of $2.3 million.

« Developed and distributed comprehensive hotelier and associate toolkits to support participation, drive engagement,
and amplify awareness of the program.

« Ongoing promotion will focus on sustained media outreach through targeted press releases, trend-led story pitches, and
individual and group media FAM trips to further elevate the program and participating member hotels.
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Preferred Hotels & Resorts has launched a new global designation programme that brings together
more than 50 member hotels and resorts offering holistic and transformative wellness experiences, four
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conversation in kuxury travel”.
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PREFERRED WELLBEING LAUNCH - SOCIAL MEDIA IMPACT

» Social media content highlighting the program was launched on May 14. Content was centered around the five pillars:
restore, vitality, connect, longevity, and respect. Round-ups highlighting multiple Preferred Wellbeing properties were
pushed out, in addition to individual member spotlights highlighting particular treatments or amenities.

» The program was spotlighted through 131 posts, including 120 on the English-language channels (Instagram,
Facebook, TikTok, Threads, and LinkedIn) and 11 on the China-based channels (WeChat, Little Redbook, Weibo),
achieving 73,021 impressions, 1,244 engagements, and 3.38% engagement rate.

ipreferrewards & e /= Preferred Hotels & Resorts

@ Qriginaliaudio TE X RFFBRAT AR X R 2 Preferred Hotels & Resorts @ = 72,340 follower
. Published by Alexandra Toms @ - 14 May at 17:09 - @ ot

ipreferrewards & What does wellbeing mean to you? For some, it is The best trips don't just take you somewhere beautiful. They bring you back to the best

deep restoration in nature. For others, it is performance, version of yourself. ... See more

mindfulness, or simply the gift of slowing down. Introducing . -

#PreferredWellbeing — our curated selection of luxury wellness Preferred Wel Ibe'ng | E R

retreats and spa resorts across the globe, united by one belief: that &gﬁ@ﬁﬁ-tu

extraordinary travel has the power to restore, transform, and

elevate the way you live. Use your | Prefer points to discover the B R B

retreat that speaks to you, and head to the link in bio to discover
the retreat that speaks to you. #IPreferHotelRewards
#ThePreferredLife

View insights
oQv W

9 likes
4 days ago

Preferred
@ Add a comment. Wellbei ng
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Introducing Preferred Wellbeing, a new global .
designation recognizing hotels that inspire renew... L

SH R I AL B8 3R 8 PREFERREDHOTELS.COM
RKHBALAE, & Preferred Hotels & Resorts: The World's Best Independent Learn more
B, 428 Hotels | Preferred Hotels & Resorts
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INRADIUS PARTNERSHIP

Preferred Hotels & Resorts partnered with InRadius to launch The Preferred Experience in July 2026 — a five-day luxury driving journey
through Germany and Austria. The Alpine itinerary combines iconic mountain routes in high-performance sports cars with curated stays at
member properties, seamlessly blending adventure with luxury hospitality.

In support of the launch, the team executed a phased global media strategy beginning in April 2026, securing 1,310+ editorial placements,
generating 210.7 million impressions, and delivering an advertising equivalency value (AVE) of US$2.6 million.

The partnership was amplified across global social channels through 15 social posts (12 across English-language channels and three across
China-based platforms), generating 33,662 impressions, a 2.35% engagement rate, and 375 engagements.

A dedicated hotelier toolkit was distributed to participating properties, empowering hotels to extend campaign reach and drive additional

awareness across their owned social channels.
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PREFERRED PINEAPPLE WEEK

* In celebration of Preferred Pineapple Week 2026, from June 20 to June 27, Preferred Hotels "
& Resorts spotlighted independent hospitality through this year's theme, Stays With Stories. N N4
« Each day introduced a dedicated theme showcasing the details, characters, and moments that make a2l fo
an independent hotel extraordinary, tied together by the brand's pineapple symbolism. T I
» A sweepstakes for a week-long stay at Leela Palaces, Hotels, and Resorts was amplified through a G " RO R '
partnership with U.K.-based creator @ AnoushKalila. '
« Organic content was boosted across Instagram and LinkedIn throughout the week.
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Global Results: »

203 content pieces r .. - ¥ @ recmse

871,110 impressions y [ @ e ey
. 39,837 engagements
* 4,211 new community followers

something no one had ever tasted before. The local ingredient
that found its way into a glass and never left

Today, Preferred Pineapple Week raises a glass to the craft, the
creativity, and the characters behind the bar at independent
hotels around the world.

These are not just cocktails. They are stories, served chilled.

\ Mk

What is your go-to order when you arrive somewhere new?

Qe v A

WO Liked by xvbeaconhotel and others

Hotel Engagement:

* Over 100 member
properties engaged in
the campaign with 204
in-feed content pieces.

* 2,587,000+ potential
impressions based on
member properties
follower count.

ys with Stozies:

g o &
Q © nrddacomment hm% tional Pineapple Day © o

' preferredhotels ®

. preferredhotels @ A truly memorable meal tells a story with
very bit

Preferred Pineapple Week ' preferredhotels ® and ipreferrewards ©

‘ preferredhotels @ The best travel stories come with perks.

turns the spotiight to
y program that transforms every
thing that gives back

92 moment mexpl and celebrate the culinary
und across pcrul . The Michelin-starred
lhal began as a chef's quiet obsession. The dishes
jeeply in a destination that they could only have beer
born there. The tables where technique and tradition meet, and

where a single taste becomes mmt\hmg you talk about for

. Chin 3l Gold and Titanium Members
are welcomed with a small tansu-style box, a nod to classical
Japanese designed, Tiled with an sssortment of tradtonsl
snacl

a Inx:dlhld ning i

What is the most memorable meal you have had on your travels? % @The First Hotel Group in Rome, the welcome comes in the

View insights Boost post
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INDEPENDENT HOTEL WEEK

In celebration of Independent Hotel Day 2026, the Social Media team expanded the initiative into a week-long global
campaign from January 26 to 30, centered on the theme inspired by The Luxury Travel Report, “Break Free From
the Beige.” The campaign highlighted how Preferred Hotels and Resorts champions independent hospitality by elevating

authentic stories of heritage, culture, and design.

Global Results - Organic
Performance

42 total campaign posts across
channels (Instagram, LinkedIn,
Facebook, Weibo, WeChat, TikTok,
Threads, Pinterest, and Rednote)
66,000 impressions across posts and
Stories

1,400 engagements across channels
5.6% average post engagement rate

Hotel Engagement & Community
Participation

270+ engagements using campaign
hashtags #IndependentHotelWeek
and #BreakFreeFromTheBeige

100+ hotel posts shared across global
channels

HOTELS & RESORTS



MEDIA ACTIVATIONS
(EVENTS/ FAMS/ CONFERENCES)
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GLOBAL MEDIA CO-OP & BRAND EVENTS

Planned and executed 7 media events (five co-ops and two brand) in key
markets, providing hotel members and the brand with opportunities for
exposure and engagement reaching a combined total of more than 135+
consumer and trade media.

Media Brand Event in London - Independent Hotel Day (January)
Media Co-Op Event in Madrid (April)

ILTM Sao Paulo Media Co-Op Event (May)

Media Co-Op Event in New York (June)

Media Brand Event in Kuala Lumpur (June)

Media Co-Op Event in London (June)

ILTM Asia Media Co-Op Event (June)

O O 0O 0 O O O

Please see full media event recap report Here.
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https://preferredhotels.sharepoint.com/:p:/r/dept/comms/_layouts/15/Doc.aspx?sourcedoc=%7B7389ECC3-CE9C-489E-978E-2A6051624E3F%7D&file=2026%20Q2%20Events%20Recap.pptx&action=edit&mobileredirect=true&previoussessionid=d9beecba-bd40-2498-5d61-fb9fe9894c7a

INDUSTRY CONFERENCES & DESKSIDES

Team attended and supported executives at 14+ conferences and
industry events across 11 countries and delivered 210+ media
engagements:

« IMM Germany, New York, London, Australia
« ITB Berlin

« DUCO Italy

« WTM Africa

« ILTM Asia

 JLTM Latin America (Sao Paulo)

 LE Miami (Miami)

* Travel Classics (Switzerland)

» Forbes Luxury Travel Summit (Monaco)

» Travel + Leisure World’s Best Summit (New York, Bangkok)
» Aspire Leaders of Luxury (London)

Executed targeted media outreach, including Paris and Shanghai and
@Whou desksides, sharing the latest brand updates.
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PR MEDIA FAM TRIPS

Planned and executed strategic media FAM trips across key markets, creating high-value
opportunities for member hotels and the brand to drive editorial coverage, generate
compelling content, and strengthen relationships with top-tier travel and lifestyle media.

Executed

 Treasure Bay Fuxian Lake, Yunnan (May): Hosted six journalists and one
influencer from leading travel and lifestyle media in Beijing and Shanghai, including
National Geographic Traveler, World Traveler, and Voyage.

Upcoming

« The Alps (September): Hotel Bayerischer Hof, Interalpen-Hotel Tyrol, and 7132
Hotel — Four leading Asia Pacific travel and lifestyle journalists will participate in a
Legend Collection and Preferred Wellbeing-focused FAM trip.

« Thailand (October): Dusit Thani Bangkok and Andara Resort & Villas — Four
leading travel and lifestyle journalists from Europe and SAMEA will join a Legend
Collection-focused FAM trip.

* The Leela Portfolio, India (November): Four top-tier U.S. travel and luxury
lifestyle journalists will experience The Leela Palace New Delhi, The Leela Palace
Udaipur, and The Leela Palace Jaipur to secure high-impact editorial coverage for
the Legend Collection among key target audiences.




¢ ALMOND MILK
S COCONUT MILK
35  OAT MILK
5 SOY MILK

ALL PRICES SUBJECT TO 107 TAX AND 6% SERVICE




GLOBAL SOCIAL MEDIA HIGHLIGHTS B2C

« The content strategy engaged travelers directly through property spotlights, wanderlust inspiring round up

posts and trend driven content built to capture attention and drive engagement.

« Key campaigns included Independent Hotel Week, Preferred Wellbeing, Inradius, and Preferred
Pineapple Week, along with dedicated support for the newly launched I Prefer Hotel Rewards social channels.
« Paid and trade out influencer partnerships added an authentic voice for member properties, expanding reach

and engagement among new and targeted travel audiences.

Preferred Hotels & Resorts & Preferred Hotels & Resorts &
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- i < Ath the islands? Myk Santorini? Tz lunch fi

U,V,9,V,V,0,V,V,V,V)V,V,V,V,V,V,V,V,V,V,Vu cotktaler (Homeatly iy ehoosery M OTTO9TOP T Ready to trade the familiar for the unforgettable? From Arctic sunrises
o AR & 5 to the vast dunes of the Gobi, 2026 is the year to seek out new horizons

We've mapped out the ultimate Greece edit for summer 2026, from the and adventures that surprise you. Where will your curiosity take you?

Acropolis at dawn to hidden coves only locals know. Read more at
PreferredTravelMag.com: https://www.preferredtravelmag.com/vol31-  Read the full story on Preferred Travel Magazine online:
destinations.../p/1. & https://ow.ly/ZCah50XWQBT See less

#GreeceTravel #LuxuryTravel #Santorini #Greeklslands g

#PreferredTravelMag #Wanderlust #Travellnspiration See less
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Lovers:

“WSTEP OUT OF YOUR COMFORT ZONE FOR:
THESE EXTRAORDINARY EXPERIENCES.

Sibithis
Surer

, /7 Unique
o e Deslinalions

ndays must exist, let ther - more

Embrace soliludein Explore lhe giant caves

Top Posts: Instagram Top Posts: Facebook

Preferred Hotels & Resorts &
January 20 - @

Introducing our 2026 openings and reimagined stays: eight distinctive
hotels and three iconic refurbishments across the globe.

From the cultural heart of Fés to the vibrant streets of Mexico City, and
from London'’s creative hub to the serene landscapes of Park City, each
property offers a unique story and sense of place. Explore the full list
and start planning your next unforgettable journey.

@ Destinations include: London « Malta « Morocco » Mexico City =
Spain + Charleston  Park City « Paris » Geneva

#ThePreferredLife #PreferredLegendCollection #LuxuryTravel
#|PreferHotelRewards See less
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GLOBAL SOCIAL MEDIA HIGHLIGHTS B2B

 In the first half of 2026, the team posted 72 LinkedIn posts driving 4,800+ new followers, 2M+ organic and paid
impressions, and 22,000+ engagements.

» Major moments including Independent Hotel Week, Global Conference, and Preferred Pineapple Week,
which helped fuel engagement, while associate and hotelier toolkits amplified reach across key campaigns,
partnerships, awards, and brand initiatives.

@ Top posts

3

j 39// Ve D

Independent Hotel
Week 2026

Social Media Campaign
January 26 — 30

@ Preferred Hotels & Resorts

@ Preferred Hotels & Resorts @ Preferred Hotels & Resorts
in' Feb 23,20:02

in May 15,16:30 in' May13,14:13

HOTELS & RESORTS



GLOBAL SOCIAL MEDIA HIGHLIGHTS B2B CONTINUED

The team continued to

strengthen executive [ Jestaakt e
presence by developing and z , ‘
curating strategic content for et | PEEE— e e e
leadership across LinkedIn and @ . @ —?
Instagram. Efforts focused on | ‘ :
delivering consistent, authentic x
thought leadership that P -
highlighted company milestones, rloig s »
industry insights, and key events. _ ®

Today, at the 2026 Preferred Hotels & Resorts Global Conference, we $|\ Philipp Weghmann @ - 24 + Follow -+
G188 Global Luxury Hospitality Leader | Strategy, Gro

introduced Preferred Wellbeing, a new global designation recognizing hotels ey ;i“r"®"‘ owth &

lindseylivespreferred

otels @staybeyondgreen

A key milestone during the
reporting period was the
launch of Lindsey
Ueberroth's professional
Instagram presence,
expanding executive storytelling
beyond LinkedIn and creating a
new channel to showcase
leadership, company culture, and
industry engagement.

Protecting Hotel
Profitability and
Asset Value

£ Regaining Commercial Control in an
5 e Era of Expanding Distribution and
@ Q @ + ?6 @ Q Al-Driven Demand




CHINA SOCIAL MEDIA HIGHLIGHTS

« Throughout the first half of 2026, 186 posts and articles were published generating 734,567 impressions,
and 10,787 engagements.

« Key campaigns included I Prefer Relaunch Teaser Campaign, Preferred Wellbeing, and Preferred Pineapple Week.

» Preferred Pineapple Week campaign in China were conducted across 3 China social media platforms with major focus on
Little Red Note. 8 Chinese influencers posted PPW related content to support the campaign. 1.175 new followers were

generated by this campaign. 372,947 impressions and 22,952 engagements were generated in total.

LEGEND | E/#EXRWERINE RT

960 interactions 349interactions 854 interactions 13,000 P]?lllﬁ?v((l::l(sie
(Rednote) (Rednote) (Rednote) impression

(WeChat) @ S
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